The expansion of Facebook as a social network, which aggregates countless individuals and companies, makes it a potential tool in the promotion of products and services. In this context, this research seeks to understand how word of mouth communication in a virtual platform using Facebook can be an influence in attracting new communicators. The Dali Cocina restaurant represented the experiment reference. The methodology included a descriptive phase and an experimental analysis. The first questionnaire was administered to 150 users simultaneously frequenting Facebook and restaurants. Next, the experimental phase of work took place, where 12 random guests who worked on the initial message emission through the Facebook tool participated. From there, the following parameters were monitored: the number of followers, their interactions and views of the restaurant's Fanpage. The results confirm that the word of mouth communication through the Facebook platform is an excellent tool for disclosure in the company studied, Dali Cocina.
Introduction
The act of consumption is an essential practice of the entire capitalist society and consists of the need to acquire goods or services for enjoyment. There is a need to consume from basic commodities to those considered luxurious. Their choice varies with each individual, being influenced by their knowledge, attitude, motivation, personality, values and available resources (Engel; Miniard & Blackwell, 2000; Gresolle, 2008) . It is configured here the first thematic delimitation of this research, which targets the consumer who buys for himself.
Buying a product or good occurs rationally when individuals buy what is needed, paying an acceptable value for it. In this approach, the business transaction is carried out after detailed analysis of the benefits of the product, taking into consideration its quality, performance, durability and price, among others. The rational purchase is generally associated with the acquisition of high value assets like real estate. There is another type of purchase, motivated by emotion, by impulse. Here there is not always a real need of the product, which ends up being acquired by the emotional appeal it has on the individual (Kotler, 1998) .
There are several marketing strategies applied in order to highlight the product and attract the consumer. As an example, in the case of differentiated product design, its provision can best be seen in the window of a store or its presentation as an item on sale.
Based on these considerations lies the second theoretical approach that is discussed in this study, in which through a particular phenomenon later explained, consumer behavior will be studied by investigating the influence of purchase by reason and impulse.
can now be found easily by the consumer, converted to user. Another multiplying factor action on the Internet is the increasing use of smartphones and tablets, but, more accessible to the population.
The word of mouth communication in the virtual environment occurs in online communities, forums and social networks that operate at different levels and platforms. These social networks should be understood broadly as social interactions that have been present since the dawn of civilization, when people get together to share common interests, deepening the ties of affection. When these social interactions take place in the online environment they are known as digital social networks that are shown as a differential interaction of individuals regardless of geographical boundaries, connected by political, cultural and ideological affinities. For a better understanding, these virtual networks are composed by people or organizations who share information, knowledge, interests and efforts towards common goals (Oliveira, 2011; Marchiori & Oliveira, 2012) .
After the introduction of e-mail, considered the first model of communication and file exchange between Internet users, significant developments have occurred in the interaction system between individuals, with greater coverage on the networks of contacts. In 1995 from the U.S. came Classmates, considered the first online social network, with the initial purpose of researching and enable the gathering of former classmates from school or college. Since then several models have been developed, notably in 2002 Friendster, well known at the time, allowing for closer relations of friendship of users with common interests; This network enabled the creation and dissemination of profiles as well as contact lists (Alexandre, 2012; Jesus, 2012) .
In 2003 MySpace was launched with areas for archiving music, photos and a blog that could be customized by each user. MySpace, to be fully interactive, became one of the most popular social networks in the world, especially the United States. Linkedin appeared in 2003 with one new social networking proposal, focusing on the connection between professionals or entrepreneurs. In 2004 Orkut and Facebook were created, synonymous of worldwide success. Later in 2006 came Twitter, also representing one of the most accessed networks (Alexandre, 2012; Jesus, 2012) .
Instagram was officially launched in 2010 and has the distinction of ability for the user to capture images, apply filters and publish them for free. The latest social network to enter the fray is Google+, officially launched in 2011, with 400 million subscribers, but with only 25% of active accounts. Despite the still small amount of information shared on Google+, the company invests in this service and has spared no investments in the sector. In addition to social networks, other digital marketing tools are standalone blogs and specific applications to exchange information between consumers such as Tripadvisor, Kekanto, foursquare, Foodspotting, among others (Oliveira, 2011; Daquino, 2012; Marchiori & Oliveira, 2012) .
Data from the 2012 Social Bakers consultancy show that Brazil was the country where the number of Facebook users grew with 29,723,760 new users in that year (Brasil, 2013) . According to Facebook's own statistics released by Reuters in 2013, Brazil is the largest Latin American market in this segment, with 76 million monthly active users as of June 30 (Brasil, 2013 ).
These figures demonstrate the importance of social networking as a marketing platform, providing greater visibility of the product or brand targets of disclosure. Another factor linked to the social networking phenomenon contributing to its expansion is increasing the upward sales of smartphones in which Facebook bases its business strategy.
Due to its complexity, the interactions in digital social networks and their impact on the marketing environment is still configured as a relatively new territory for academia, which is why this research was designed. In this research, the social network Facebook was the observation platform of the type of communication known as word of mouth. To perform this study, we took as the object the fanpage of Dalí Cocina restaurant, situated in the neighborhood of Derby, in the central area of Recife. Through a literature review on the subject associated with the data analysis, the research tried to approach concepts around the real impact of virtual word of mouth, through empirical research and application of interviews.
Opened in 2009, the restaurant specializes in Mediterranean cuisine, especially the Spanish influence among the choices of starters, main dishes, snacks, cocktails, desserts and coffees, with the artist of that country, the greatest inspiration that conceptualizes the establishment categorized as a bistro, for the maximum number of 55 people. It works with À La Carte service and also delivery. The establishment is also one of the pioneers in the state capital to introduce and encourage communication with customers through social networks, which is why it was selected for this research.
It is worth mentioning that in the gastronomy scenario there are peculiarities with respect to the functionality of word of mouth that must be observed. In this sense, it is noted that "when it comes to asking for www.ccsenet.org/ibr International Business Research Vol. 7, No. 11; recommendations on places to eat and drink, we turn to people whose habits and tastes mirror ours. If our friends enjoy the food from Peter's, it is also likely we will appreciate it," (Salzman, Matathia & O'reilly, 2003) . Such affirmation leads one to understand the impact of word of mouth communication in the final choice of receivers (understood in this context as potential customers) which tends to influence as much or even more on consumer attitude than an action of traditional marketing, as this format adds subjective values such as familiarity of the information and references that are supposed sincere, by proximity.
Given these considerations, the main question worked in this research was: What is the influence of word of mouth communication in the Facebook audience of Dalí Cocina in Recife, PE?
Digital Marketing
In general, marketing can be conceptualized as efforts by companies to inform and communicate. According to Kotler and Keller (2006) , marketing can be seen as the identification, creation, communication, delivery and monitoring of customer value. Another more detailed and updated definition is that of AMA (2004, p. 73) saying that marketing is an organizational function and a set of processes for creating, communicating and delivering value to customers, and the management of relationships with them in a way that benefits the organization and its stakeholders.
The focus of marketing is now on customers, those who buy the products and not who sell.
Considering specifically virtual or digital marketing, this can be defined as a set of strategies and actions through technology, or rather actions, computing and especially the internet, aiming for greater effectiveness in communicating with the public (Kotler, Kartajaya & Setiawan, 2010) . In virtual marketing, Internet connected devices are used in carrying out promotional activities which aim to promote products, businesses, services or brand attributes.
The Internet, the largest source of information on a global level, has additional and different characteristics from traditional media, free access to information, speed in the dissemination of information and the possibility of interaction between users through various tools like email and relationship networks among others. With the availability of such resources, there is a shift in consumer behavior, going from passive element to actively participating in generating useful information to companies that provide products and services (Kotler, Kartajaya & Setiawan, 2010) .
Companies, advertising agencies and liberal professionals represent some of the industries that have realized the potential of the internet in disseminating their products and ideas, using it in mass. This expansion has no limits as advertising and marketing agencies continually explore and develop new strategies to attract the audience. Virtual marketing, in turn, has the following properties: interaction, relationships, mobility, agility and technology. With technological development, an element was added to this virtual marketing, the mobile phone. This device, which has mobility as its most attractive feature, provides greater visibility to virtual marketing, using features like SMS and MMS, among others. (Bentivegna, 2002) .
With the internet, buying behavior has changed dramatically: Customers can now search online all they want and can even complete the purchase at the same site. The interactive electronic media allows literally, anyone, to scour the world and make orders according to his or her comfort and convenience. Never before in human history have so many people been able to find so much information about so many things in one place. On the other hand, the use of the internet as an important tool in the search for any kind of information is no longer a novelty and has become a habit for people anywhere on the globe. Marketing was able to identify that the worldwide web is a potential channel for the promotion and distribution of products and services.
Virtual marketing is based on the same concepts of traditional marketing where individuals have their needs identified and met through the creation, dissemination, offering and exchanging products. E-marketing, however, has advantages such as its low cost with the possibility of participation of small businesses, providing a virtually unlimited space for advertisement, quick access and its range regardless of the geographic area.
With respect to social networking in the digital context, Kozinetz (1998) considers that a community is a group of people who share social interactions, social ties and a common "space", although mediated by a computer. The online interactions increasingly affect the behavior of people such as citizens, community members and consumers. According Kozinetz (1998), virtual communities of consumption are a particular subset of virtual communities whose interests are explicitly focused on consumption; in this type of community, the more informal discussion among the participants widen brand exposure and customer relationship. The premise is that the satisfied customer shares with his friends the satisfaction gained with a particular company and that creates visibility and a direct economical and effective benefit. Virtual communities such as Facebook and Twitter, in www.ccsenet.org/ibr International Business Research Vol. 7, No. 11; addition to allowing the meeting of strangers, have an edge over other media as they place emphasis on articulation and visibility of pre-existing social networks.
E-mail marketing is another powerful tool when directed at specific campaigns. Viral marketing also aims to promote the brand and is accomplished through creative actions that arouse emotion in the audience. The word 'viral' refers, according to Godin (2000) , an idea-virus, in other words an intriguing and compelling idea, which draws the attention of individual and that even arouses in him the desire to share it. It is what happens when you send a video clip or a message over the Internet to a particular target. The message should be curious, funny, with the purpose to awaken some kind of emotion in the individual encouraging them to share it, which occurs through referral to other individuals, and so forth.
Traditional online advertising is more similar to the old conventional advertising with banners usually being used on important sites to increase brand visibility. Regarding the online search tool, it is another strategy that aims to better understand the profile of consumers and understand their needs and motivations of purchase.
The success of virtual marketing is measured by monitoring the results of all the different strategies used, being an essential subsidy for possible readjustments of the same strategies making them more efficient.
In this study the focus will be aimed at social media, specifically Facebook, since it exerts a strong influence on the spread of word of mouth communication, the theme of this research. On Facebook (Facebook, 2013) interactions occur between the participants in the form of profile or timeline, fan pages and groups. The fan pages (fanpages) are used by an organization or company to have a presence on Facebook. Regarding the different tools used by Facebook and of particular importance on fanpage, are noteworthy news feeds and the "like" button.
The news feed evaluates the following parameters: Affinity, namely the level of user interaction with the person or organization that created the content, obtained by analyzing the number of interactions of people visiting the fanpage, leaving messages on the wall, viewing photos, "liking", commenting or sharing content; Relevance, how many interactions (comments, "liked", shares) generated content; Time, how long the content has been posted. New messages have priority and are displayed ahead of older messages.
The "like" button is a feature that allows users to demonstrate that they appreciated certain information contained such as comments, photos and advertisements, among others. It is a simplified way that a user can say he liked it without leaving comments. By "liking" a brand the user displays publicly for his network of friends his interest in the brand.
Word of Mouth Communication
The concept of traditional word of mouth communication is discussed by different authors. In one of the first relevant works on the subject, Arndt (1967, p. 190 ) defined word of mouth as "an oral and personal communication between a sender perceived as non-commercial and a receiver, dealing with a brand, a product or service offered for sale." According to Engel, Miniard and Blackwell (2005) in word of mouth communication the informal transmission of ideas, comments, opinions and information occurs between two people, stressing that none of them is a marketing professional. For Sernovitz (2012, p. 29) , word of mouth communication is "to give people a reason to talk about their products or services, and take measures to facilitate the occurrence of these conversations."
The word of mouth process is certainly the oldest form of marketing communication because it presupposes the exchange of positive or negative information directly between individuals without the need of means of support. (Kotler & Keller, 2006) . Marketing research on word of mouth communication began in the 1940s, after the Second World War (Butle, 1998) and in recent years the topic has been the subject of several studies in the field of marketing. Generally scholars define the phenomenon as an exchange, a flux of information, communication or conversation between at least two individuals.
Word of mouth communication is based on the theories of the flux of information that can be of two types: first, the information goes in two steps (Two-Step Flow Theory) migrating in a unique direction, in the sense of communication vehicles to opinion leaders and then to the mass of consumers (Schiffman & Kanuk, 2000) . Yet the theory of the multichannel flow of information considers that the media reaches both opinion leaders as well as the masses, arousing the people's attention about the existence of a product. This pursuit, according to Arndt (1967) , consulting the opinion of people to confirm opinions of impersonal sources such as the media and the transmission of this recommendation from one person to another is called word of mouth.
Other authors consider that the phenomenon of word of mouth communication is explained by the strength of ties and social relations, the interrelationship between them and the flow of information (Brown & Reigen, 1987) . Vol. 7, No. 11; In this theory, individuals with similar attributes such as age, sex, education, social status and other traits usually attract and exchange more information with each other than people who do not have much in common.
These ties or relations can be of two types: form and content. The form indicates the strength of connection between the links and the content represents information or messages transmitted from one person to another. The ties can also be divided into primary and secondary. Primary or strong ties are characterized by frequent interactions that generally occur between family and close friends. The secondary or weak ties, on the other hand, represent the contacts established between acquaintances, such as participants in a church or association.
These ties interact. Strong ties create small networks where they circulate information, which are magnified by the weak ties that create bridges between these networks greatly expanding its scope. Weak ties are responsible for disseminating information, making it possible to expand their reach. The strong ties have greater power to influence the consumer decision process, due to its more affordable and reliable character.
Word of mouth is one of the most reliable forms of promotion, because people who have nothing to gain personally promote something, often putting their reputation at risk every time they make a recommendation. The sources of information considered most reliable by the consumer are represented by family and friends, and are more influential in the choice of services such as health care, schools and restaurants (Ikeda, 1997) .
For the consumer to be considered a participant in a word of mouth conversation, the message being conveyed and the means of transmission of the message should be unlinked or independent of the influence of the company that launched the market (Silverman, 2001 ).
For Godin (2000) , the consumer is saturated from the classic forms of interruption marketing, a practice that aims to bombard the client, the target, with advertising, promotions and incentives of all kinds to interrupt the flow of one's thinking and habits and make him succumb to the offer imposed. This author proposes a change in thinking by introducing the so-called permission marketing, which is the customer that searches and solicits the information about the product he wants from the company, in order to be convinced to buy the product or brand.
Among the forms of permission marketing, Rosen (2001) believes that the best way to advertise or sell products and services is the one where consumers commented among themselves (word of mouth communication) about the qualities and advantages of those items. In his reference book, Rosen (2001) describes buzz marketing as the industrial organization of rumor, of word of mouth, in favor of a brand or a product. This marketing model assumes that all people communicate constantly, "weaving" comments about the most different themes, giving opinions, agreeing, disagreeing, finally diffusing ideas.
At this point it is important to differentiate between the so-called organic word of mouth and amplified word of mouth or linear influence (Kozinetz, 1998). The first is that which occurs when people talk about a product only because they are satisfied with it, without the direct influence or monitoring of professional marketing. Amplified word of mouth communication already develops when there is an attempt by professionals to encourage and accelerate the marketing phenomenon. In this model, some consumers are seen as potential "opinion leaders" who can spread and affect the initial message more rapidly.
This type of marketing relates to the use of techniques geared to encourage and help people talk to each other about products and services, but without ever manipulating or falsifying information. Initially there is a stimulus to capture the attention of consumers who become a selling agent, transforming him from a passive recipient to an active issuer which will influence their social network.
Put simply, it can be said that word of mouth marketing is to act in the conversation in a way that makes people talk about you. One example is when a product or service is presented to influential people, opinion makers, expecting them to appreciate the product, publicize your opinion in your circle of influence and thus stimulating word of mouth. Through respect and approval of customers, they will do word of mouth without requiring any compensation.
Word of mouth communications can occur in person or through other means of communication such as telephone and internet. There are personal and impersonal sources of recommendations. The first group includes friends and family (Brown & Reingen, 1987; Duhan et al., 1997) . Vehicles of impersonal word of mouth marketing understand articles and commentaries from journalists, consumers and experts found in newspapers, magazines, trade publications and online discussion forums (Senecal, Kaliczynski & Nantel, 2005) .
Here again, it is emphasized that consumers should not notice any commercial or advertising purpose behind the recommendations; if this occurs then these communications do not represent word of mouth. This is the informal and independent side of word of mouth that makes it unique.
www.ccsenet.org/ibr
International Business Research Vol. 7, No. 11; With the advent of the internet, word of mouth has received new terminologies. Thus, it has been employed by some authors as synonymous with viral marketing, e-mail marketing, internet word of mouth, electronic word of mouth and digital word of mouth. The internet is the central component of this type of marketing being the element that distinguishes conventional word of mouth.
The internet allows for a more intense and faster communication by reason of the easiness of interconnection between people. In electronic word of mouth consumers do business with companies only after comparing official information from those companies, with those not official derived from other consumers, transmitted in virtual consumer channels (Kozinetz, 1998) . Each consumer acts as part of the marketing communication, with the action potentiated by the multiplier effect of the internet (Phelps et al., 2004) .
In viral marketing there is an initial stimulus-induced practitioner of marketing that captures the consumer's attention making it an agent of sale which in turn will influence other consumers and so on. The Internet extends the reach of the message through numerous tools previously registered, including social networks. An important aspect of digital word of mouth communication is that the message and the comments of the participants to be written, remain over time, being archived and may be accessed by other users.
In electronic word of mouth the participants may not have previous ties or relations between them representing weak ties, thus giving less credibility to the message disseminated. This aspect differentiates it from traditional word of mouth communication that is more reliable.
There are conceptual differences with respect to buzz marketing. While Rosen (2000) considers it as any word of mouth concerning a brand, other authors define it as an initiative produced by marketing with the intention of capturing people's attention and creating word of mouth.
It is not easy to theoretically define viral marketing from buzz marketing, often being applied interchangeably. However, some authors point to buzz marketing as the effect achieved by the actions of viral marketing, which can be complemented by other strategies including those involving traditional marketing. The internet and the development of numerous tools have arguably contributed to the spread of the practice of word of mouth, or buzz. This vehicle allows a wider communication, even among people who do not know each other personally.
Another important aspect of word of mouth is its virtual speed, disseminating information almost instantaneously. Through the Internet, a platform for aggregating people who speak of the products or services offered by a particular company, giving greater visibility to a conversation that has always existed, can be offered. Online social networks like blogs are examples of this new trend of word of mouth in the virtual world, representing a space for people to share their ideas. The virtual word of mouth also has a relevant feature as the ability to track and evaluate the opinions issued online.
The publishers are the clients and friends who spread the message of its brand through the usual word of mouth or through the Internet. The message in question, or the theme, need not be sophisticated, as it can be a service out of the ordinary, a unique taste, a pretty package and a funny name, among others.
Critical to the dissemination of the proceedings are the tools used in the word of mouth communication. Types of strategies include the distribution of cards or menus to patrons of a restaurant, the creation of blogs or the implantation of online communities.
The participation responsible for the brand or its legal representative in the conversations should be ongoing, not leaving people without answers. This participation can be made via e-mail and discussion forums. It needs to be emphasized that, especially, a complaint about a particular product should not be in relief, on the contrary, greater customer service in an attempt to minimize their dissatisfaction should be given.
Finally, the tracking of word of mouth in order to assess and understand what people are saying about you or the product you represent, can be gauged in blogs and other online communities, where participants publish their opinions. To monitor this communication allows one to understand what consumers really think about a product or service and provides a genuine level of understanding much more immediate and authentic than the technical information from traditional research.
Social media is a fertile field for the wide dissemination of the message and not one tool has the potential for expansion. Much of the everyday talk about goods and services has moved to this area. One can create a community or forum for customers of a particular product in just a few minutes on a popular social networking site like Facebook or MySpace.
This space represents an instant home for publishers who want to participate. From there the community establishes a public file that has the power to attract new individuals for future discussions. In this model, some Vol. 7, No. 11; points should be respected in relation to the consumer: their views should not be filtered, their questions and their doubts should be answered and resolved promptly and truthfully, and their opinion should be valued whether positive, neutral or negative.
Research Methods
In this section, the research methodology, which describes the principles and procedures through which the research problem was approached, will be presented (Taylor & Bogdan, 2000) .
The nature of this study is to cachet logical positivism since the verification of object propositions of research criteria will be based on observation and experience, which ultimately are consistent with the philosophical thought of logical positivism. In this philosophy, the aim of science consists of empirical evidence, catchable in sensible experience and treated as resources to logical analysis method.
The conception that the method of science is objective and that it always takes into account that the observer and his actions are in line with this study, which will be guided through the investigation of quantitative analysis of which relies on the positive frequency of repetition of observed events in the sample that in this case is the audience's Facebook of Dalí Cocina. Based on the objectives, this research can be classified as descriptive-explanatory (Malhotra, 2011) . The descriptive point of view is in accord with the concept of Triviños (1987) in which the study aims to describe the facts and phenomena of a certain reality.
For better understanding, it should be identified which variables stand out in the phenomenon studied in relation to the object of research. The following research will be complemented by explanatory phase that is concerned with identifying the factors that determine or contribute to the occurrence of phenomena, aimed at the reason for things offered through the results. At this stage the verification tests, which are designed to reveal the causal relationships between variables raised, will be applied a priori.
The following operational diagram schematically represents the steps which have been developed in the study (Figure 1 ). The figure above shows that the method is divided into two parts. In the first phase, known as descriptive, a questionnaire was conducted to collect information required to be introduced in the second phase (explanatory) assisting in the creation of proposals that will be the future focus of the artificial marketing.
Descriptive Phase
As previously mentioned, this phase is descriptive in character, whose target is to know and interpret reality, Vol. 7, No. 11; seeking to interfere as little as possible at the same time (Churchill, 1999) . This stage of the research the most relevant feature in restaurants that influences their dissemination will be initially investigated. Another aspect that will be researched corresponds to the type of the most reliable information source when choosing a particular restaurant. This research took place in form of a questionnaire, which was applied to the target population similar to the profile of the users of fanpage of the Dalí Cocina restaurant.
The research method chosen was a survey, more appropriate to the object of the study in question, since it aims at seeking "what's happening" and "why the phenomenon is happening" (Freitas et al., 2000) . Furthermore, this research presents the characteristics of the survey, since it is applied when it is not possible to control the dependent and independent variables, the natural environment is the best situation for studying the phenomenon of interest and the subject of interest occurs in the present or recent past (Freitas et al., 2000) .
Prior to the data collection in a survey, a basic question is to define the amount of individuals that will be evaluated. The solution to this impasse is based on the study of some concepts, more specifically what signifies census and sample.
Census is understood as the examination of all the elements of a population or universe. If a population is infinite, the census is impossible. On the other hand, the sample is considered as a part of the universe or selected to represent the entire population group. The purpose of sampling is to generalize about a universe or a large population without the need to examine all components of the group.
One of the advantages of the census is the greater precision of the results since all units are studied and consequently there is no sampling error. Besides this aspect, the statistical treatment of the results is simpler.
With respect to the sample, it is considered as favorable to its applied attributes to the lower cost and is generally faster in its execution.
The population studied in this research is finite, so it can be delimited. It was represented by a contingent of individuals who frequent restaurants and are concurrent Facebook users, regardless of any other individual attribute or characteristic. The same individuals voluntarily responded to a standard semi-structured questionnaire.
It is emphasized that the group of respondents had a similar profile as the users of the Dalí Cocina restaurant fanpage, which will be analyzed in the explanatory phase of this research. Once the target of the study population was small (only respondents of the questionnaire used), time and cost used to collect information were of little significance.
For this survey, there was also the need to obtain accurate individual information. Given these parameters, the census represented the most appropriate formula for this investigation. It is worth noting that there was no interference of the researcher in the thinking and actions of the evaluated audience. The destined locations for the distribution and administration of the questionnaires were selected based on the concentrated function of a large number of people and being geographically convenient to the researcher.
In view of the goals of the present study, the questionnaire was deemed the most appropriate instrument for data collection, assessing opinions, attitudes, preferences and individual behavior. The aforementioned was presented in almost its entirety, objective questions and structured answers, prepared in accordance with the theoretical framework.
Initially questions were presented to establish initial contact with the participants and, in sequence, the applicator presented the topics related to the focus of the study. With respect to the scales for the measurement of the facts to be searched, the Likert scale (1932) used five points, with the scores being: (5) strongly agree, (4) agree, (3) neutral, (2) disagree and (1) strongly disagree about a certain statement.
A pre-test questionnaire to 22 respondents chosen for convenience, over 18 years of age, attending restaurants and participating in social networks, was applied. This pre-test had the purpose to verify the level of acceptance and understanding of the issues addressed. Later there was an informal discussion with respondents on the areas of potential confusion (questions subject to misinterpretation), having been rephrased when applying the actual collection of research data.
Explanatory Phase
At this stage of the research the recorded data were worked, in order to analyze and interpret them, and identify their causes. In summary, the factors that contributed to the occurrence of phenomena were identified, and, thereafter, ideas were developed under logical deduction. Every effort has been directed to investigate the causes of the phenomenon.
www Vol. 7, No. 11; The explanatory research is processed through experiment that comprises different steps to be built: observation of facts and formulating hypotheses, testing hypotheses and developing theories.
The design of the experiment consists of a planned conduction form of tests that investigate a problem from the data collection.
According to the data obtained through the data collection instrument (questionnaire) used in the descriptive phase, hypotheses will be developed. They will be properly tested through experiment.
When the distribution of subjects by treatment is not random and there are no control groups, the alternative to research is the so-called quasi-experimental designs. The comparison between the conditions of treatment and no treatment should always be made with non-equivalent groups or with the same subjects before treatment.
In accordance with the objectives of this work, quasi-experimental design of Campbell and Stanley (1979) , with a single group of individuals, namely, users of the fanpage of Dalí Cocina, was applied. This group was observed in two distinct time periods: between the 10th and 17th of December in the years 2012 and 2013. In 2012 the behavior of individuals was not subject to any external variable. Already in 2013 an external element to the monitoring of their response was introduced. If necessary, the experience would be repeated in three separate stages.
Data Analysis
In this chapter the instrument of data collection as well as the results and analysis obtained through it is explained. Later, in continuity, the analysis of the experiment emphasizing the most relevant aspects of the research is conducted.
Data Analysis: Descriptive Phase
The data collection instrument prepared seven understood questions, six formulated objectively and a subjective alternative allowing the respondent to describe his or her ideas. It is worth noting that three of the questionnaire questions included data on the socio-economic-cultural profile of the participants (Appendix 1).
After the validation of the questionnaire on days 06, 07 and 08 of December 2013, the application of the instrument for data collection was performed. The sample consists of individuals over the age of 18, frequenting restaurants that regularly use social networking platforms.
The questionnaire was distributed by the researcher in two distinct locations: 1. Faculdade Senac de Pernambuco, chosen for convenience of the researcher, since it is an employee of this institution of learning, where participants included teachers, students and staff of administrative and operational areas. 2. Praia de Boa Viagem, selected due to the large influx of a heterogeneous public. The voluntary participation of individuals was without any kind of incentive for their collaboration. After a brief explanation of the formatting of its content, the questionnaires were delivered individually to each participant who issued their answers, without the participation of the researcher in the process.
150 questionnaires were distributed to individuals who have shown no objection to their participation, thus not having any refusal. However, twenty one questionnaires were partially answered, probably due to lack of observation of respondents to additional questions on the back of the sheet of paper. Thus, they were eliminated from the study. All valid forms that corresponded to one hundred twenty-nine were the object of the analysis.
The questionnaire was developed in order to meet two goals. First, to test the premise of the research, it was believed to be the modality of the word of mouth communication as the most reliable source of information when choosing a specific restaurant. Next was to identify the main characteristics of a restaurant that stimulate word of mouth communication.
Regarding the profile of the respondents the following results were found. Regarding the age of the participants, it has been pointed out that it was grouped into classes, to avoid a large extension table which would make the reading and interpretation of results difficult. Furthermore, the distribution of age classes also helps to visualize the behavior of the phenomenon as a whole as well as its variation.
According to In table 2, the distribution of family income for participants is registered, taking as an indicator the number of minimum wage in 2013 amounted to $678.00 reais. Family income is achieved through tracks considering the number of minimum wages in order to reduce the magnitude of responses providing a panoramic view of the behavior of the variable. Besides this, it allows one to detect a possible trend of a series of focus around a central value.
Once again, one perceives a relatively homogeneous distribution of the number of individuals considering the different levels of family income, with a slight concentration in the range of 1-5 minimum wages. The exception comprises the lower income group (up to 1 minimum wage) with a small number of individuals. Interestingly, the results apparently bear a resemblance with the data obtained in Table 1 . The largest number of individuals aged between 21-30 years and the highest frequency of family income between 1-5 minimum wages (MW) suggests that it is the same number of individuals. To ensure this thought, a table that correlates the three different age groups with an income of 1-5 minimum wages was constructed. It was demonstrated (Table 3) , according to the initial thought, that the age group between 21-30 is the one which most often has a family income between 1-5 minimum wages. Although it is a relatively low household income it must be emphasized that this aspect probably does not compromise them going to restaurants since they usually correspond to single, newly married or having children few children. Or better, there is usually an impairment of their monthly income with larger sized expenses for being a small family.
It was necessary to measure the educational level of the respondents to better contextualize the sample, even though there is no prior restraint between the schooling and the potential to be a restaurant consumer.
In Table 4 , the education level of the participants is presented, identifying that a very significant proportion of those, comprising of 56.6%, have a higher education level and are postgraduates. Computed also were individuals with incomplete higher education, obtaining a total of 93%. Of the respondents, only 7% solely have a high school education.
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International Business Research Vol. 7, No. 11; Starting from the idea that the level of education does not interfere with going to restaurants, we proceeded to a more detailed study of the group of participants who had completed up to the high school level. The table below (Table 5) , contrary to what was expected, it is observed that there is a relationship between a low educational level and a lower frequency in frequenting restaurants, approximately once per month in about 56% of cases. From there it was questioned whether this association was real or fictitious, merely reflecting the economic status of this group, since it is well known that the level of education impacts the family income. For this purpose an additional table (Table 6) was built, which clearly shows that participants possessing a high school diploma have more than 55% of family income up to 1 minimum wage. These data indicate that the economic issue of individuals is more important than the education level of the same, in the frequency as to their dining at restaurants. As to the question formulated in order to prioritize trust in information sources, the alternatives presented were graded 1-5 by the participants according to the model of the Likert scale. On this scale, the number 1 represents the most reliable choice and the number 5 the less reliable, so the answer to the lowest level in its entirety represents the most reliable. The individual indices for each alternative were added to obtain its frequency relative the total number of responses.
Information sources included among the possible answers are justifiable because they cover almost all of the available sources beyond the vested interest of this research, that is to know the importance of the indication of friends (word of mouth). With that being said, the results of this analysis could serve as a basis for evaluating the importance of social media in word of mouth communication compared with other communication channels, a later stage of this current research. Below are the data collected.
International Business Research Vol. 7, No. 11; Advertisements in magazines and newspapers 418 5th
As shown in Table 7 , the alternative "indication of friends and relatives", in other words, word of mouth communication, represented the most reliable information source. On the other hand, ads in traditional media (magazines and newspapers) and electronic media (internet and social networks) are less reliable. It is emphasized that ads on the internet and in social networks represent paid advertising material usually made available on the online platform, often appearing in the form of banners or blog posts and therefore do not correspond to word of mouth communication.
For the purpose of making it more comprehensive and to reiterate the importance of the indication from friends and relatives as a source of information indication at a restaurant, a new table (Table 8 ) was created. Advertisements in magazines and newspapers 12 4th
Advertisements on the Internet and social media 10 5th
In table 8, considering the item defined by participants as the most reliable, it is verified that the indication of friends and relatives got more than 66% of responses, in second place the press releases appear as the most reliable information vehicle. However, it is noted the expressive relative difference to the numbers obtained from the two alternatives individually.
Other relevant data is the demonstration in this table indicating that the friends and relatives reached a much higher figure than all the answers considering the sum obtained in other alternatives.
Considering the characteristics of a restaurant, defined as the most attractive to customers, resulting in a possible disclosure of the same to third parties, solicited a written position of respondents. A multiplicity of responses occurred, with those that were repeated more frequently, at least on six occasions, being selected.
In case the respondents indicated various aspects, these were also considered and quantified. In the table below are recorded the most relevant parameters in the opinion of the respondents. Vol. 7, No. 11; It is clear from table 9 that the most relevant disclosure in a restaurant, in the opinion of customers, is understanding the service and the quality of the dishes offered; the summation of both reaching the percentage of 48.77%, namely, almost half of the other related items. It is evident the importance of the service at a restaurant is translated by the kindness, speed and personalization of attending to the clients, one aspect that has been pointed out in other studies.
It is interesting to observe that unexpectedly the price of the dishes offered occupied the fifth position as the influential factor in the dissemination of a restaurant. This data informs that the customer does not feel exploited when they paid a fair price for the dish and the service consumed.
The quality of the dishes is usually a point in common between the various restaurants, configuring itself practically as a mandatory item. Thus, it arises according to the expectations of the researcher, the service of the restaurant as the most prominent item by the respondents.
These data indicate the need to qualify the local workforce to operate in food establishments outside the home, an aspect which is often underestimated. In summary, the data reinforced by the choice of restaurant ambience in fourth place of importance by the respondents, indicate that it is of paramount importance within the lived experience of each restaurant. The measurement of these results provides the ability to prioritize some points for its application in restaurants, allowing a possible increase in the dissemination and growth of potential clientele.
The following table shows the assiduity of respondents regarding their turnout at restaurants, considering the maximum time interval of one month as a reference. It found an increased frequency of visits, almost 30% once a month. It is interesting to note that the figures relating to visits to the restaurant once a week and once every two weeks (every 15 days) represent the total of 48.06%. These figures highlight that there is a regular public that frequents restaurants in our city, reflecting the data that shows Recife as the third national gastronomic hub. The lowest index recorded corresponded to the frequency of twice a week in going to restaurants. Finally, considering the utilization of the digital social network Facebook by respondents, it is perceived according to table 11, their frequent use, with 86.8% of them registering their daily use. These results are consistent with research showing that, globally, Brazilians often occupy the leading position in the average hours connected to social networks. The data obtained keep parallel with regulars of the fanpage of Dali Cocina, which were targets of the experiment conducted later. 
Analysis of Experiment: Explanatory Phase
In order to occur, the experiment traditionally must choose between the laboratory setting or field. The laboratory environment is the preferred choice of researchers due to the possibility of greater variable control. However, before the introduction of new technologies, real digital environments become possible places to conduct the experiment and, therefore, its original scope allows a necessary control of variables in addition to having the highest possible realism, which is the observation of the phenomenon in a natural environment.
In the case of this research, the experiment took place on the digital platform of Facebook, specifically the fanpage of Dali Cocina. Presented next is a brief history of the relationship of the restaurant with Facebook fo better contextualization of the theme.
Although Dali Cocina had started its activities in November 2009, it was only in September 2011 that its fanpage was created. The fanpage on Facebook was developed by the owner for the purpose of acting as means for promoting the restaurant and in response to the constant requests of customers who sought a source of information about the restaurant in addition to a channel that would allow feedback on the service provided.
At its inception, the fanpage adopted a contingencial strategy guided by the feeling of the owner of restaurant and in return observed the customers. The owner edited and monitored the page by creating random posts to advertise the services of the restaurant or introducing themes he believed to be of interest to followers on Facebook.
Although the owner noticed an increase in the frequenters of the fanpage of his restaurant since its inception, it was only in November 2011, after hiring a professional marketing team, that the page had an influx of participants in a faster and uniform way.
This period was when the first promotional campaign using fanpage, where a Samsung smartphone, the Galaxy S2 model, the object of desire at the time, was raffled. This promotion lured in a large number of people and generated tremendous interest and divulgation on the part of customers themselves. The action stimulated customers to visit the restaurant, where they were photographed with the dish they consumed and then posted it on their own Facebook. The customer whose photograph was most "liked" on the fanpage would win the smartphone.
This was first action developed at the restaurant with the intention of stimulating word of mouth communication and clearly revealed its importance in spreading the Dali Cocina brand in the market. It was clearly observed during hte promotion the convergence of new potential customers seeking the restaurant for both the promotion as well as to ascertain whether the information disseminated by word of mouth was, in fact, real.
There were other prompt actions that have provided greater visibility of the fanpage, stimulating its vertical growth. At the time this was written, it had a total of 7,224 likes. According to Figure 6 , comparing the fanpage of Dali Cocina with that of other restaurants with similar offerings in the city of Recife, it confirms that the restaurant studied ranks second in number of participants. It is also evident that the difference between the top two places is insignificant.
Once the service in the restaurant was considered the main triggering factor for word of mouth communication, the strategy of the experiment consisted in the solicitation of some individuals to disclose a compliment on their timeline regarding the service of Dali Cocina in an attempt to boost word of mouth communication. Each guest created his or her interaction in a personal, non-standardized way. However, all participations were done on the same day: December 12, 2013.
The period of one week was set from December 10-17, 2013 for the accurate analysis of the results, since it would be necessary for comparative effect the evaluation of the data obtained before, during and after the experiment.
Of a total of 15 individuals initially invited, twelve effectively participated in the intervention as researchers-actors, who fulfilled tasks previously determined relative to the experiment. Their participation was requested randomly being known by the researcher and, consequently, easily accessible. Later it was discovered that some of these individuals were considered trendsetters or "evangelists" (those whose enthusiasm for the brand carries high power of persuasion among others) by the repercussion size that occurred in the experiment.
The "evangelists" can be connectors, mavens or persuaders. Connectors are individuals who have a wide range of acquaintances with whom they maintain contact; mavens are those considered experts on some subject and, finally, persuaders are people who have the gift of being able to convince and enthuse new individuals to www.ccsenet.org/ibr
International Business Research Vol. 7, No. 11; participate in the "flow" (Chetochine, 2006) .
It is now known that the impact of a message depends largely on the quality or even the credibility of the sender and not just the content. The "evangelist" is who provides credibility to the message. If the initial participation in spreading the cause was not held by influential people, probably the effect of word of mouth communication would happen, but more insidiously.
Based on the experiment, it was believed that there would be positive word of mouth communication about the service at Dali Cocina, which in turn would trigger an increase in of the fanpage audience demonstrated by the higher number of "likes". Finally the action culminated in possible increase in the number of restaurant patrons. It is emphasized that this latter aspect was not measured, by not being part of the proposed scope by this research; however data relating to this matter will probably be worked on in future investigations.
The comments made by the invited participants of the experiment were as diverse as possible, but always focusing on the service of Dali Cocina. Some comments caused a greater impact, with greater repercussions among internet users generating a greater amount of interactions.
In response to posts created by the guests we obtained a total of 235 "likes", 86 interactions and 2 "shares". On the fanpage of the restaurant after completion of the intervention, 323 "likes", 36 interactions and 9 "shares", concurrently. Also an addition of 25 new followers of the fanpage was observed.
For clarification, "likes" means that Internet users read the publication, or even better, that the publication has generated empathy in visitors. As for interactions, it is understood that the matter came to the attention of the visitor more intensely, to the point of even going to the trouble to write a comment. Finally, "sharing" in general means that the subject was so appealing to the internet surfer that it resulted in his sending it to other individuals associated with him. Therefore, all of these aforementioned actions become configured as word of mouth communication expected by the researcher, being the result of the stimulus provided by the researchers-actors of the experiment.
As previously mentioned, although the experiment was held on December 12, 2013, the resulting data were evaluated during the same period of one week from December 10-17, 2013. This time limit was taken as reference due to the knowledge of the seasonality of the restaurant as a business venture.
Control of the external variable (intervention of guests) was obtained through correlating data collected during the same time period the previous year (2012), relative to the audience and the interaction on Facebook associated with Dali Cocina. To reiterate this point, the comparative study aimed to identify the response and its rising intensity of stimulus applied in the experiment. Graph 1 below shows the number of individuals who commented about Dali Cocina in the period between December 10-17, 2013. It is found as expected a sharp rise in the number of individuals who commented about Dali Cocina, an increase of over 300%, shown by the peak at point 3 of the chart above, which exactly matches the date of the experiment, the twelfth day of December 2013. It is also perceivable the instant drop in the number of participants on Facebook, immediately in the subsequent days, approaching that seen prior to the experiment. These data undoubtedly demonstrate that the intervention held on December 12, 2013 was the triggering factor of the phenomenon. There is a tendency of linearization of the numbers in the year 2012, unlike the peak evidenced in 2013 during the experiment. Except for the day of intervention, there is a similarity in the pattern of the graph in both periods. The only contrary event in the two years analyzed corresponded to the realization of the experiment, and therefore it is obvious that this procedure was responsible for changing the behavior of the frequenters of Facebook.
Noteworthy still is that after the completion of the experiment, the numbers declined to previous levels, thus demonstrating that if there is no continuity of word of mouth communication, a perpetuation of the phenomenon does not occur. It is identified that, at point 8 of the graph of the year 2013, there is an increase in the number of individuals who commented about the restaurant without known cause, but such movement is their own business and does not detract from the validity of the experiment. . A similar pattern was evident to the previous graphs peaking during the experiment, but reaching a higher level. The number of views in the days preceding the intervention was less than 1,500; views on day of the experiment surpassed 36,000. In the two subsequent days there was a marked decline in numbers especially on the second day, returning to the original figures relative to the period before the intervention.
Views of posts are simpler and faster for Internet users than the exercise of interacting with comments, which probably justifies the sharpest peak in graph 3 with respect to the prior ones. There was, however, a significant increase in numbers when compared to those relating to previous dates, with the entry of up to 2 people per day. It is observed that in the two subsequent days, despite the decline in the number of new "likes", there was still a greater number than in the previous phase of the experiment. Since then the numbers have returned to the original pattern. 
New likes
Period of December 10-17, 2013.
www.ccsenet.org/ibr
International Business Research Vol. 7, No. 11; The instability of this variable demonstrated by the oscillation of the lines, especially in 2012, the subjectivity can be justified in the public interest to the themes disclosed on the fanpage. Through the analysis of data collected in the empirical stage of this work, innumerous aspects can be perceived regarding the research question initially proposed. One of the principal answers encountered is that virtual word of mouth communication tends to be a tool as efficient, or even more so, than traditional advertising, to draw the attention of the customers of Dali Cocina. This evidence is consistent with the assertions of Arndt (1967) , highlighting the effectiveness of impersonal sources in influencing the consumer. The greater interaction between consumers in the fanpage environment of the restaurant makes the relationship between customer and company become a primary factor in the success of the actions.
Conclusion
This present chapter brings together the main discussions regarding the results obtained in the research, as well as their likely repercussions. The general objective of this work was to verify how word of mouth communication exerted by the frequenters od the fanpage of Dali Cocina could influence in attracting new propagators on Facebook. To this end an experiment was created, whose triggering factor was pre-selected through the instrument of data collection, more specifically a questionnaire, applied to individuals with profiles similar to the frequenters of the fanpage of the aforementioned restaurant.
The results of the experiment showed an amplification of word of mouth communication with the accession of new participants in a short period of time from an initial stimulus.
Word of mouth reached its climax on the day of the experiment with an abrupt fall in the following days, showing that the phenomenon is ephemeral, if there is not the creation of new stimuli. These data indicate the need to continue the process, making the audience anxious for new things. This is where a professional marketing team is needed, being specialized and engaged in this type of action.
It must be emphasized here that the reason for the experiment was not to determine the impact of word of mouth communication regarding the clientele of Dali Cocina, since the period of the action was too brief to promote any noticeable change in the behavior of patrons of the establishment.
Word of mouth communication is currently considered one of the most important marketing tools in promoting products and services (Sernovitz, 2012) . With the expansion of digital social networks, this marketing technique is a favorable environment for its application. Within this context, the focus of this present research was centered on the practical applicability of word of mouth communication directed specifically to Dali Cocina on Facebook, considered as the social network with the largest number of users and the fastest growing in Brazil (Brasil, 2013) .
During the development of this research, Facebook has demonstrated its functionality as a means in the development of work in marketing. The excellent performance of this social network is largely due to the The data obtained by the researcher on his own fanpage through WebAnalytics were analyzed to establish the results of the experiment. This innovative Facebook profile makes it an important and promising tool in academic research.
Another important aspect of this present study was to identify through the questionnaire administered to users of restaurants on the main elements that influence the divulgation and likely turnout to these establishments. An example is given by the response of those interviewed when considering that service is the priority among the various items offered by the restaurant. The research is relevant as well, because of the possibility of extrapolating these data to the practice of the restaurants in the city of Recife, making these employers more efficient in managing their businesses.
So that the message conveyed by the transmitters will be attractive and cause an impact, it is necessary that the topic is of interest to the community. Context is considered a support, an amplifier of cause (Chetochine, 2006) . In this study, the triggering stimulus of word of mouth communication corresponded to the service at the restaurant, which was once the most prominent item considering the analysis of the questionnaire.
It was proven that it is the poor service at eating establishments outside the home, the context which magnifies the repercussions of the message. Therefore, a discussion on the topic initiated by those invited to participate as coadjuvants in the performance of the experiment seemed the most attractive way to capture the attention and accelerate word of mouth communication. The triggering stimulus of the word of mouth phenomenon was specific to this research, not being possible to ensure their applicability in future studies.
The significant increase in the number of individuals who joined the Dali Cocina fanpage on the day of experiment proves that the experience of digital word of mouth communication was the factor of attraction of these new elements. Again it is stressed that the strength of word of mouth communication is a change from usual patterns of behavior. 
